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BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD

Notice of Opposition

Notice is hereby given that the following party opposes registration of the indicated application.

Opposer Information

Name Apple Inc.

Granted to Date
of previous ex-
tension

11/30/2016

Address 1 Infinite Loop
Cupertino, CA 95014
UNITED STATES

Attorney informa-
tion

Joseph Petersen
Kilpatrick Townsend & Stockton LLP
1080 Marsh Road
Menlo Park,, CA 94025
UNITED STATES
jpetersen@kilpatricktownsend.com, ssurachman@kilpatricktownsend.com,
prosenberg@ktslaw.com, Agarcia@ktslaw.com, tmad-
min@kilpatricktownsend.com Phone:(650) 326-2400

Applicant Information

Application No 79182207 Publication date 08/02/2016

Opposition Filing
Date

11/30/2016 Opposition Peri-
od Ends

11/30/2016

International Re-
gistration No.

1286937 International Re-
gistration Date

12/10/2015

Applicant LIN, Jinguo
No. 53, Dongsheng New Village,

CHINA

Goods/Services Affected by Opposition

Class 027. First Use: 0 First Use In Commerce: 0
All goods and services in the class are opposed, namely: Pillow mats; reed mats; door mats; gym-
nasium mats; bath mats; non-slip mats; floor mats

Grounds for Opposition

Priority and likelihood of confusion Trademark Act Section 2(d)

Dilution by blurring Trademark Act Sections 2 and 43(c)

Marks Cited by Opposer as Basis for Opposition

U.S. Registration
No.

1078312 Application Date 03/25/1977

http://estta.uspto.gov


Registration Date 11/29/1977 Foreign Priority
Date

NONE

Word Mark APPLE

Design Mark

Description of
Mark

NONE

Goods/Services Class 009. First use: First Use: 1976/04/00 First Use In Commerce: 1976/04/00

COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND
TAPE

U.S. Registration
No.

1114431 Application Date 03/20/1978

Registration Date 03/06/1979 Foreign Priority
Date

NONE

Word Mark NONE

Design Mark

Description of
Mark

THE MARK CONSISTS OF A SILHOUETTE OF ANAPPLE WITH A BITE RE-
MOVED.

Goods/Services Class 009. First use: First Use: 1977/01/00 First Use In Commerce: 1977/01/00

COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND
TAPE

U.S. Registration
No.

3084491 Application Date 04/26/2004

Registration Date 04/25/2006 Foreign Priority
Date

11/04/2003

Word Mark NONE



Design Mark

Description of
Mark

NONE

Goods/Services Class 009. First use: First Use: 0 First Use In Commerce: 0

electronic apparatus and software therefor for downloading, transmitting, receiv-
ing, playing, storing and organizing audio, video and navigation data for use in
automobiles [, railway cars ][ and engines, ] [ ships and planes ]; sound effect
generators and instruments comprised of computer hardware and software

Class 012. First use: First Use: 0 First Use In Commerce: 0

[ automobiles ]

Class 015. First use: First Use: 0 First Use In Commerce: 0

Electric and electronic musical instruments; musical instruments adapted to pro-
grammed system sequences; electronic pianos, electronic keyboard instru-
ments; electric or electronic percussion or drum systems comprised of computer
hardware and software; music and sound synthesizers; electronic tone generat-
ors; musical instruments controlled by computer software

U.S. Registration
No.

3679056 Application Date 01/13/2009

Registration Date 09/08/2009 Foreign Priority
Date

NONE

Word Mark NONE



Design Mark

Description of
Mark

The mark consists of the design of an apple with a bite removed.

Goods/Services Class 009. First use: First Use: 1977/01/31 First Use In Commerce: 1977/01/31

Computers; computer hardware; computer peripherals; handheld computers;
handheld mobile digital electronic devices for recording, organizing, transmitting,
manipulating, and reviewing text, data, image, audio, and audiovisual files, for
the sending and receiving of telephone calls, electronic mail, and other digital
data, for use as a digital format audio player, handheld computer, personal digit-
al assistant, electronic organizer, electronic notepad, camera, and global posi-
tioning system (GPS) electronic navigation device; digital audio and video re-
corders and players; personal digital assistants; electronic organizers; cameras;
telephones; mobile phones; satellite navigational systems, namely, global posi-
tioning systems (GPS); electronic navigational devices, namely, global position-
ing satellite (GPS) based navigation receivers; computer game machines for use
with external display screens, monitors, or televisions; a full line of accessories
and parts for the aforementioned goods; stands, covers, cases, holsters, power
adaptors, and wired and wireless remote controls for the aforementioned goods;
computer memory hardware; computer disc drives; optical disc drives; computer
networking hardware; computer monitors; flat panel display monitors; computer
keyboards; computer cables; modems; computer mice; electronic docking sta-
tions; set top boxes; batteries; battery chargers; electrical connectors, wires,
cables, and adaptors; devices for hands-free use; headphones; earphones; ear
buds; audio speakers; microphones; and headsets; a full line of computer soft-
ware for business, home, education, and developer use; user manuals for use
with, and sold as a unitwith, the aforementioned goods; downloadable audio and
video files, movies, ring tones, video games, television programs, pod casts and
audio books via the internet and wireless devices featuring music, movies,
videos, television, celebrities, sports, news, history, science, politics, comedy,
children's entertainment,animation, culture, current events and topics of general
interest

U.S. Registration
No.

4969782 Application Date 01/26/2015

Registration Date 05/31/2016 Foreign Priority
Date

07/31/2014



Word Mark WORKS WITH APPLE CARPLAY

Design Mark

Description of
Mark

The mark consists of a white rectangle outlined in gray containing the words
"WORKS WITH" in gray above "APPLE CARPLAY"in black on the right side,
and a design on the left which consists of a green square with rounded edges
containing a white semi-circle and white triangle.

Goods/Services Class 009. First use: First Use: 2014/07/22 First Use In Commerce: 2014/07/22

Computer peripheral devices; computer hardware; car audio apparatus, namely,
radio receivers, audio receivers, stereo receivers, and devices for hands-free
useof mobile phones; global positioning system (GPS) devices; computer soft-
ware, namely, computer software used for the control of communication devices
by voice command, and computer operating softwareallowing a motor vehicle
driver to operate the telephone, messaging, navigation, and audio player func-
tions of a mobiledevice using vehicle controls; global positioning system (GPS)
computer software; computer software for providing information in the fields of
travel and tourism, travel planning, navigation, travel route planning, geographic
locations, destinations, transportation and traffic information, and for providing
driving and walking directions, customized mappingof locations, street atlas in-
formation,electronic map display, and destinationinformation

U.S. Registration
No.

4885796 Application Date 06/10/2015

Registration Date 01/12/2016 Foreign Priority
Date

NONE

Word Mark NONE

Design Mark

Description of
Mark

The mark consists of the design of an apple with a bite removed.



Goods/Services Class 014. First use: First Use: 2014/09/09 First Use In Commerce: 2015/04/10

Horological and chronometric instruments; watches; timepieces; chronographs
foruse as timepieces; chronometers; watchstraps; watch bands; cases for
watches, and horological and chronometric instruments; parts for watches, and
horological and chronometric instruments

U.S. Registration
No.

3070036 Application Date 08/22/2002

Registration Date 03/21/2006 Foreign Priority
Date

02/26/2002

Word Mark NONE

Design Mark

Description of
Mark

NONE

Goods/Services Class 018. First use: First Use: 0 First Use In Commerce: 0

Cases, namely, attache cases, business card cases, business cases, calling
cardcases, [catalog cases, credit card cases,] document cases, [key cases, train
cases and overnight cases; cases, namely, vanity, toiletry, cosmetic and lipstick
cases sold empty;] bags, namely, all purpose sports and athletic bags, [beach
bags,] book bags, carry-on bags, [cosmeticbags sold empty, duffel bags, gar-
ment bags for travel, leather and mesh shopping bags, overnight bags,] school
bags, school book bags, [shoe bags for travel,] shoulder bags, [souvenir bags,
suit bags, tote bags and travel bags; wallets; purses;] umbrellas[; walking sticks;
credit card holders]

Attachments 73162799#TMSN.png( bytes )
78408365#TMSN.png( bytes )
77648705#TMSN.png( bytes )
86514929#TMSN.png( bytes )
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78156887#TMSN.png( bytes )
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Exhibit 4 - to NOO - APPLE CAR.pdf(4143523 bytes )
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Certificate of Service

The undersigned hereby certifies that a copy of this paper has been served upon all parties, at their address
record by First Class Mail on this date.

Signature /Joseph Petersen/

Name Joseph Petersen

Date 11/30/2016



 

 
 

IN THE UNITED STATES PATENT AND TRADEMARK OFFICE 

BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD 

 
In the Matter of Application Serial No. 79/182,207 

For the mark: APPLE CAR  
Filed: December 10, 2015 
Published: August 2, 2016 
 
---------------------------------------------------------X  

APPLE INC.,  :  
  : Opposition No.  

Opposer,  :  
 :  

                   v. : NOTICE OF OPPOSITION 
  :  
JINGUO LIN, 
 

 : 
:

 

Applicant.  :  
---------------------------------------------------------X  

 
 APPLE INC. (“Opposer” or “Apple”), a corporation organized and existing under the 

laws of California with a principal place of business at 1 Infinite Loop, Cupertino, California 

95014, believes that it will be damaged by the issuance of a registration for the APPLE CAR 

mark underlying Application Serial No. 79/182,207 (“Applicant’s Mark”) for goods in Class 27, 

and hereby opposes the same. 

 As grounds for its opposition, Opposer alleges as follows, with knowledge concerning its 

own acts, and on information and belief as to all other matters: 

1. Opposer is the world-famous designer, manufacturer, and distributor of personal 

computers, mobile communication and media devices, digital media players, and many other 

goods and services, and Opposer’s APPLE brand is one of the best known brands in the world.  

Opposer designs, manufactures, and/or markets in interstate and international commerce a broad 

line of technology-related goods and services used in a variety of industries. 
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2. Beginning with the introduction of its first personal computer in 1976, Opposer 

has always been on the forefront of cutting-edge technology.  Throughout its forty-year history, 

Opposer has launched an array of ground-breaking computing products, services, and 

accessories, including its famous IPHONE, IPAD, and IPOD devices and its ITUNES service.  

Consumers commonly use Opposer’s products in their automobiles, leading Opposer to 

introduce in March 2014 another revolutionary product: the APPLE CARPLAY software.      

3. Opposer’s APPLE CARPLAY software, which is available on over 100 

automobile models, provides drivers with an easier and thus safer way to use their IPHONE 

devices while driving.  With Opposer’s APPLE CARPLAY software, drivers can access their 

IPHONE device through their automobile’s built-in display unit, allowing them to easily get 

directions, make calls, send and receive messages, and listen to Opposer’s APPLE MUSIC 

service or music in their ITUNES library, all while staying focused on the road.  The APPLE 

CARPLAY software is just one example of how Opposer’s software and devices have become 

an increasingly important component of automobiles, as the automotive industry increasingly 

intersects with the technology sector. 

4. Since at least as early as 1977, Opposer has extensively promoted, marketed, 

advertised, distributed, sold and/or rendered goods and services in connection with a family of 

trademarks consisting, in whole or in part, of the word APPLE and/or a visual equivalent of the 

word, to wit a logo depicting a stylized apple with a “bite” and a detached leaf, as shown below: 

 

(the “Apple Logo”) (collectively, the “Apple Marks”).   
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5. Opposer’s family of Apple Marks comprises distinctive, arbitrary, and fanciful 

marks that have achieved an extraordinary level of fame and consumer recognition.  As a result 

of Opposer’s extensive advertising, promotion, and use of the Apple Marks in connection with a 

variety of goods and services, the Apple Marks have acquired enormous goodwill, and have 

come to be immediately identified with Opposer as the source of its goods and services.  Given 

the fame of the Apple Marks, consumers overwhelmingly associate an APPLE formative word 

mark with Apple and its wide variety of technology-related goods and services used in a variety 

of industries. 

6. The Apple Marks are famous under the Lanham Act, specifically 15 U.S.C. 

§ 1125 et seq., and are among the most valuable trademarks in the world.  The extraordinary 

level of fame and consumer recognition that the Apple Marks currently enjoy cannot be seriously 

disputed.   

7. For many years, Opposer’s APPLE brand (including the Apple Logo) has 

consistently been recognized as one of the world’s most famous brands.  In May 2016, Forbes 

magazine ranked the APPLE brand as the world’s most valuable brand for the sixth year in a 

row, with an estimated valuation of $154.1 billion, 87% more than second-ranked Google.  

Attached as Exhibit 1 are printouts of Forbes magazine’s articles regarding its list of the most 

valuable brands from 2016, 2015, 2014, 2013, 2012, and 2011, obtained from its website.   

8. In 2016, for the fifth consecutive year, Apple won the Harris Interactive “Brand 

of the Year” award in the tablet computer category, beating out its competitors, and was also 

named the #1 brand in the categories of computer manufacturer, mobile operating system, 

operating system, smartphones, and online computer retailer.  Attached as Exhibit 2 is a printout 
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of the Harris Interactive report obtained from the website at 

http://www.theharrispoll.com/business/2016-Brands-of-the-Year.html. 

9. In addition, Interbrand has consistently recognized Opposer’s APPLE brand as 

belonging in the top 50 of the world’s most valuable brands, increasing in value each year.  In 

2013, the APPLE brand took the top spot for the first time as the most valuable brand in the 

world, and has maintained this number one position for the 2014, 2015, and 2016 rankings.  The 

rise to the number one position came after an increase in Apple’s position in 2012 from 8th 

(2011) to 2nd (2012), with the biggest growth in estimated brand value in Interbrand’s 2012 

rankings: 129%.  Previously, the APPLE brand rose nine spots in Interbrand’s rankings—from 

17th (2010) to 8th (2011)—and increased in estimated brand value by 58%.  Attached as Exhibit 

3 are copies of relevant pages of Interbrand’s “Best Global Brands” rankings, in reverse 

chronological order from 2016 through 2010.  Interbrand has given the APPLE brand the 

following rankings and U.S. dollar values over the past six years: 

i. 2016:  valuing the APPLE brand as the most valuable brand in the world, with an 
estimated brand worth of U.S. $178.12 billion. 
 

ii. 2015:  valuing the APPLE brand as the most valuable brand in the world, with an 
estimated brand worth of U.S. $170.28 billion. 
 

iii. 2014:  valuing the APPLE brand as the most valuable brand in the world, with an 
estimated brand worth of U.S. $118.86 billion. 
 

iv. 2013:  valuing the APPLE brand as the most valuable brand in the world, with an 
estimated brand worth of U.S. $98.316 billion. 
 

v. 2012:  valuing the APPLE brand as the 2nd most valuable brand in the world, 
with an estimated brand worth of U.S. $76.568 billion. 
 

vi. 2011:  valuing the APPLE brand as the 8th most valuable brand in the world, with 
an estimated brand worth of U.S. $33.492 billion. 
 

vii. 2010:  valuing the APPLE brand as the 17th most valuable brand in the world, 
with an estimated brand worth of U.S. $21.143 billion. 
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10. Over the past eight years, Millward Brown Optimor (“MBO”), a leading market 

research and brand valuation and management company, has found APPLE to be one of the 

world’s top brands in MBO’s “Brandz™ Top 100 Most Valuable Global Brands,” an annual 

assessment of the 100 most valuable brands in the world.  In MBO’s 2016 rankings, Opposer’s 

APPLE brand was ranked as the world’s second most valuable brand with a value of $228.5 

billion.  In 2015, Apple ranked as the world’s most valuable brand, a rank it also held in 2011, 

2012, and 2013.  Opposer’s APPLE brand ranked 2nd in 2014, 3rd in 2010, 6th in 2009, and 7th 

in 2008, clearly demonstrating that the APPLE brand has been recognized as one of the world’s 

most valuable brands for nearly a decade.  Attached as Exhibit 4 are copies of relevant pages of 

MBO’s rankings in reverse chronological order from 2016 through 2008. 

11. Opposer also has been widely recognized as an extremely valuable, innovative, 

and admired company.  Each year since 2006, Fortune Magazine has published its list of “Most 

Admired Companies.”  Opposer has featured prominently in these rankings each year, and for 

eight years in a row from 2009 to 2016, it was named the “World’s Most Admired Company” for 

the year.  Before 2009, Fortune Magazine’s list was limited to “America’s Most Admired 

Companies,” and Opposer also topped this list in 2008.  Attached as Exhibit 5 are true and 

correct copies of printouts of relevant pages of Fortune Magazine’s “Most Admired Companies” 

rankings in reverse chronological order from 2016 through 2008. 

12. Opposer is the owner of numerous United States registrations on the Principal 

Register for the Apple Marks, including, without limitation, the following registrations: 

TRADEMARK 
REG./APP.  

NO. 
APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

APPLE 1,078,312 
Mar. 25, 1977/ 
Nov. 29, 1977 

Class 9: Computers and computer programs 
recorded on paper and tape. (first used April 1976) 

 1,114,431 
Mar. 20, 1978/ 
Mar. 6, 1979 

Class 9: Computers and computer programs 
recorded on paper and tape (first used Jan. 1977) 
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TRADEMARK 
REG./APP.  

NO. 
APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

 
 

 

3,084,491 
Apr. 26, 2004/ 
Apr. 25, 2006 

Class 9: Electronic apparatus and software therefor 
for downloading, transmitting, receiving, playing, 
storing and organizing audio, video and navigation 
data for use in automobiles, railway cars, ships and 
planes; sound effect generators and instruments 
comprised of computer hardware and software (no 
claimed first-use date, based on 44(e)(foreign 
registration)) 

 

3,679,056 
Jan. 13, 2009/ 
Sept. 8, 2009 

Class 9: Computers; computer hardware; computer 
peripherals; handheld computers; handheld mobile 
digital electronic devices for recording, organizing, 
transmitting, manipulating, and reviewing text, 
data, image, audio, and audiovisual files, for the 
sending and receiving of telephone calls, electronic 
mail, and other digital data, for use as a digital 
format audio player, handheld computer, personal 
digital assistant, electronic organizer, electronic 
notepad, camera, and global positioning system 
(GPS) electronic navigation device; digital audio 
and video recorders and players; personal digital 
assistants; electronic organizers; cameras; 
telephones; mobile phones; satellite navigational 
systems, namely, global positioning systems 
(GPS); electronic navigational devices, namely, 
global positioning satellite (GPS) based navigation 
receivers; computer game machines for use with 
external display screens, monitors, or televisions; a 
full line of accessories and parts for the 
aforementioned goods; stands, covers, cases, 
holsters, power adaptors, and wired and wireless 
remote controls for the aforementioned goods; 
computer memory hardware; computer disc drives; 
optical disc drives; computer networking 
hardware; computer monitors; flat panel display 
monitors; computer keyboards; computer cables; 
modems; computer mice; electronic docking 
stations; set top boxes; batteries; battery chargers; 
electrical connectors, wires, cables, and adaptors; 
devices for hands-free use; headphones; 
earphones; ear buds; audio speakers; microphones; 
and headsets; a full line of computer software for 
business, home, education, and developer use; user 
manuals for use with, and sold as a unit with, the 
aforementioned goods; downloadable audio and 
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TRADEMARK 
REG./APP.  

NO. 
APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

video files, movies, ring tones, video games, 
television programs, pod casts and audio books via 
the internet and wireless devices featuring music, 
movies, videos, television, celebrities, sports, 
news, history, science, politics, comedy, children's 
entertainment, animation, culture, current events 
and topics of general interest (first used Jan. 31, 
1977) 

 
4,969,782 

Jan. 26, 2015/ 
May 31, 2016 

Class 9:  Computer peripheral devices; computer 
hardware; car audio apparatus, namely, radio 
receivers, audio receivers, stereo receivers, and 
devices for hands-free use of mobile phones; 
global positioning system (GPS) devices; 
computer software, namely, computer software 
used for the control of communication devices by 
voice command, and computer operating software 
allowing a motor vehicle driver to operate the 
telephone, messaging, navigation, and audio player 
functions of a mobile device using vehicle 
controls; global positioning system (GPS) 
computer software; computer software for 
providing information in the fields of travel and 
tourism, travel planning, navigation, travel route 
planning, geographic locations, destinations, 
transportation and traffic information, and for 
providing driving and walking directions, 
customized mapping of locations, street atlas 
information, electronic map display, and 
destination information (first used July 22, 2014) 

 

4,885,796 
Jun. 10, 2015/ 
Sep. 9, 2014 

Class 14: Horological and chronometric 
instruments; watches; timepieces; chronographs 
for use as timepieces; chronometers; watchstraps; 
watch bands; cases for watches, and horological 
and chronometric instruments; parts for watches, 
and horological and chronometric (first used Sep. 
9, 2014) 

 

3,070,036 
Aug. 22, 2002/ 
Mar. 21, 2006 

Class 18: Cases, namely, attache cases, business 
card cases, business cases, calling card cases, 
document cases, bags, namely, all purpose sports 
and athletic bags, book bags, carry-on bags, school 
bags, school book bags, shoulder bags, umbrellas 
(no claimed first use date, based on 44(d) (foreign 
registration)) 

Copies of the registration certificates and print-outs from the United States Patent and Trademark 

Office online database for the above-identified registrations are annexed as Exhibit 6. 
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13. The above-identified registrations are valid and in full force and effect.  Indeed, 

affidavits have been filed and accepted pursuant to Sections 8 and 15 of the Lanham Act for 

Registration Nos. 1,078,312; 1,114,431; 3,084,491; 3,679,056; and 3,070,036, rendering such 

registrations incontestable. 

14. In addition, Opposer is the owner of the following United States trademark 

applications.   

TRADEMARK 
APP.  NO./ 

Status

APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

APPLE CARPLAY 

 

86/364,433  

 

Status: 
Suspended 

August 12, 2014 

Class 9:  Computers; computer peripheral devices; 
computer hardware; handheld digital electronic 
devices and software related thereto; handheld 
mobile digital electronic devices capable of 
providing access to the Internet and for software 
related thereto; radios, radio transmitters and 
receivers; car audio apparatus; earphones, 
headphones; audio speakers; microphones; audio 
components and accessories; global positioning 
system (GPS) devices; telephones; wireless 
communication devices for voice, data or image 
transmission; global positioning system (GPS) 
computer software; computer software for travel 
and tourism, travel planning, navigation, travel 
route planning, geographic, destination, 
transportation and traffic information, driving and 
walking directions, customized mapping of 
locations, street atlas information, electronic map 
display, and destination information computer 
software for use in organizing, transmitting and 
reviewing text, data, audio files, and video files in 
connection with audio players, video players, 
media players, telephones, and handheld digital 
electronic devices; computer software for use on 
handheld mobile digital electronic devices and 
other consumer electronics; downloadable pre-
recorded audio and audiovisual content, 
information, and commentary; downloadable 
electronic books, magazines, periodicals, 
newsletters, newspapers, journals, and other 
publications; character recognition software; voice 
recognition software; electronic mail and 
messaging software; navigational instruments 
(priority date of Feb. 24, 2014) 

CARPLAY 
86/124,275  

Status: Allowed 
November 20, 

2013 

Class 9:  Computers; computer peripheral devices; 
computer hardware; handheld digital electronic 
devices for Internet access, for use as a handheld 
computer, digital format audio and video player, 
personal digital assistant, electronic organizer, 
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TRADEMARK 
APP.  NO./ 

Status

APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

electronic notepad, electronic book reader, global 
positioning system (GPS) device, and camera, and 
for sending, receiving, and storing telephone calls 
and/or electronic mail and other digital data; MP3 
and other digital format audio players; digital 
audio recorders; digital video recorders and 
players; radios and radio transmitters; car audio 
apparatus, namely, adapters, docking stations, and 
audio and video players; earphones, headphones; 
audio speakers; microphones; global positioning 
system (GPS) devices; telephones; wireless 
communication devices for voice, data or image 
transmission; electrical cables; apparatus for data 
storage, namely, computer hardware for data 
storage and blank digital storage media; graphical 
user interface software; computer and electronic 
game software; computer software for providing 
travel and tourism information, travel planning, 
and customized mapping of locations; component 
parts and electronic testing apparatus for all of the 
aforesaid goods; covers, bags and cases adapted or 
shaped to contain all of the aforesaid goods; 
electronic navigational instruments (priority date 
of May 20, 2013) 
 
Class 39:  GPS navigation services; travel and 
tourism information and guide services; travel 
route planning; transportation and traffic 
information; providing a web site and an online 
searchable computer database with travel, tourism, 
geographic, and travel destination information, 
maps, travel route planning, transportation, and 
traffic information, and driving and walking 
directions; providing interactive maps; 
consultation in connection with tourism, travel, 
and transportation (priority date of May 20, 2013) 
 
Class 42:  Computer programming; design and 
development of computer hardware and software; 
providing online non-downloadable software for 
providing travel and tourism information, travel 
planning, navigation, travel route planning, 
geographic, destination, transportation and traffic 
information, driving and walking directions, 
customized mapping of locations, street atlas 
information, electronic map display, and 
destination information; providing search engines 
for obtaining data via the internet and other 
electronic communications networks; computer 
services, namely, creating computer network-based 
indexes of online information, sites and other 
resources available on global computer networks 
for others; electronic data storage services; 
electronic storage of data, text, images, audio, and 
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TRADEMARK 
APP.  NO./ 

Status

APP. DATE/ 

REG. DATE

GOODS/SERVICES  

(FIRST USE/PRIORITY DATE)

video; cartography and mapping services; 
information, advisory and consultancy services 
relating to all the aforesaid (priority date of May 
20, 2013) 

 

15. Notwithstanding Opposer’s prior rights, and well after Opposer’s Apple Marks 

became distinctive and famous, on December 10, 2015, Jinguo Lin (“Applicant”) filed 

Application Serial No. 79/182,207 to register the APPLE CAR mark for “[p]illow mats; reed 

mats; door mats; gymnasium mats; bath mats; non-slip mats; [and] floor mats,” in Class 27 

(“Applicant’s Goods”).  Applicant’s Application Serial No. 79/182,207 constitutes a request for 

extension of protection of International Registration No. 1,286,937 to the United States, filed 

under Trademark Act § 66(a) (“the Madrid Protocol Filing”).   

16. Opposer is timely filing this Notice of Opposition. 

17. There is no issue as to priority.  Opposer began using the Apple Marks in 

commerce at least as early as 1976, well prior to Applicant’s filing date of December 10, 2015.  

Applicant’s Madrid Protocol Filing does not claim an earlier priority date. 

Likelihood of Confusion 

18. Consumers encountering Applicant’s Mark, particularly in connection with 

Applicant’s Goods, are likely to associate the mark with Opposer and its Apple Marks.  

Applicant’s Mark is highly similar to the Apple Marks in appearance, sound, and meaning, and 

the parties’ marks also convey the same commercial impression.  For example, Applicant’s Mark 

incorporates Opposer’s famous APPLE word mark in its entirety, merely adding the non-

distinctive term “CAR,” which is insufficient to distinguish the parties’ the marks in any 

meaningful way.  Applicant’s APPLE CAR mark is also almost identical to Apple’s APPLE 

CARPLAY mark, simply leaving out the term “PLAY.”  Indeed, consumers familiar with 
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Opposer’s goods and services will assume, incorrectly, that APPLE CAR is an extension of 

Opposer’s APPLE brand or that Applicant’s Goods are sponsored by or otherwise affiliated with 

Opposer. 

19. The potential for confusion is enhanced by the fact that Applicant has applied to 

register its APPLE CAR mark for goods that are highly related and/or complementary to 

Opposer’s goods and services.  Applicant’s Goods comprise a variety of coverings such as floor 

mats and non-slip mats, which are highly related or complementary to many of the goods Apple 

offers under its prior registrations for the APPLE word mark and the Apple Logo.  These 

include, for example, “stands, covers, cases, [and] holsters” (Reg. No. 3,679,056), “mobile 

telephone covers made of cloth or textile materials” (Reg. No. 3,928,818), “cases for watches” 

(Reg. No. 4,885,796), and a wide variety of cases and bags (Reg. No. 3,070,036).  Because 

consumers regularly use these goods, and Opposer’s other goods and services (which include car 

audio equipment, GPS devices, navigation software, and hands-free devices) in their 

automobiles, consumers coming across Applicant’s APPLE CAR mark in connection with 

Applicant’s Goods will mistakenly associate those goods with Opposer.    

20. On information and belief, Applicant selected its mark with the intention of 

calling Opposer to consumers’ minds and trading on the goodwill of Opposer and Opposer’s 

Apple Marks. 

21. Given Applicant’s use of a highly similar mark for highly related and/or 

complementary goods, consumers encountering Applicant’s APPLE CAR mark are likely to be 

confused as to Opposer’s affiliation or association with Applicant’s Goods.  

22. Lending further support to a likelihood of confusion is the fact that Applicant’s 

identification of goods is not limited to any particular channel of trade, and, therefore, it is 
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presumed that Applicant’s Goods will be offered through the same channels of trade as the goods 

and services covered by Opposer’s registrations.   

23. Opposer will be damaged by the registration of Applicant’s Mark because 

Applicant’s Mark so closely resembles the Apple Marks as to be likely to cause confusion, 

mistake, or deception in the minds of consumers as to the origin or source of Applicant’s Goods 

or the affiliation between Applicant and Opposer in violation of Section 2(d) of the Lanham Act, 

15 U.S.C. § 1052(d).  Furthermore, any objection complained of in connection with Applicant’s 

Goods marketed under Applicant’s Mark would necessarily reflect upon and seriously injure the 

reputation that Opposer has established for its goods and services. 

Likelihood of Dilution 

24. Opposer will be damaged by registration of Applicant’s Mark because the mark is 

likely to cause dilution of the distinctiveness of the famous Apple Marks by eroding consumers’ 

exclusive identification of the Apple Marks with Opposer, and by otherwise lessening the 

capacity of Opposer’s Marks to identify and distinguish the goods and services of Opposer, in 

violation of Section 43(C)(1) of the Lanham Act, 15 U.S.C. § 1125(c)(1). 

25. Specifically, Applicant’s Mark is likely to cause dilution by blurring of the 

famous Apple Marks based on a number of relevant considerations including, without limitation, 

the following: 

  (a) Applicant’s APPLE CAR mark incorporates Apple’s famous APPLE mark 

in its entirety, merely adding the relatively non-distinctive term “CAR,” causing both marks to 

be visually, phonetically, and conceptually similar and to convey the same overall commercial 

impression; 
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  (b) Due to Opposer’s extensive use and promotion of its marks, the Apple 

Marks are inherently distinctive in relation to Opposer’s goods and services and had acquired 

distinctiveness prior to the filing date of Applicant’s Madrid Protocol Filing and any claimed 

priority date or date of first use; 

  (c) Opposer has engaged in substantially exclusive use of the Apple Marks in 

connection with Opposer’s goods and services;  

  (d) The Apple Marks are widely recognized by the general consuming public 

and had been so long prior to the filing date of Applicant’s Madrid Protocol filing and any 

claimed date of first use; and 

(e) On information and belief, Applicant’s Mark is intended to create an 

association with the Apple Marks. 

26. If Applicant is granted the registration herein opposed, it would thereby obtain a 

prima facie exclusive right to the use of Applicant’s Mark in connection with Applicant’s Goods.  

Such registration would be a source of damage and injury to Opposer. 

WHEREFORE, Opposer requests that this opposition be sustained and that the 

registration of Application Serial No. 79/182,207 in connection with Applicant’s Goods be 

denied. 

The opposition fee in the amount of $300.00 for an opposition in one class is filed 

herewith.  If for any reason this amount is insufficient, it is requested that Opposer’s attorneys’  

Deposit Account No. 20-1430 be charged with any deficiency.  This paper is filed electronically. 

 
Dated: November 30, 2016 
      Respectfully submitted, 
       
     KILPATRICK TOWNSEND & STOCKTON LLP 
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     By:   /Joseph Petersen/     
  

Joseph Petersen 
Steven Surachman 
1080 Marsh Road  
Menlo Park, CA 94025 
Telephone: (650) 326-2400 
Facsimile: (650) 326-2422 
 
Phillip A. Rosenberg 
The Grace Building 
1114 Avenue of the Americas, 21st Floor  
New York, New York 10036 
Telephone:  (212) 775-8700 
Facsimile:  (212) 775-8800 
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IN THE UNITED STATES PATENT AND TRADEMARK OFFICE 

BEFORE THE TRADEMARK TRIAL AND APPEAL BOARD 

 
In the Matter of Application Serial No. 79/182,207 

For the mark: APPLE CAR  
Filed: December 10, 2015 
Published: August 2, 2016 
 
---------------------------------------------------------X  

APPLE INC.,  :  
  : Opposition No.  

Opposer,  :  
 :  

                   v. : NOTICE OF OPPOSITION 
  :  
JINGUO LIN, 
 

 : 
:

 

Applicant.  :  
---------------------------------------------------------X  

  
CERTIFICATE OF TRANSMITTAL 

 

I hereby certify that a true copy of the foregoing NOTICE OF OPPOSITION is being 

filed electronically with the TTAB via ESTTA on this day, November 30, 2016. 

       /s/ Alberto Garcia    
       Alberto Garcia 
 

CERTIFICATE OF SERVICE 

 This is to certify that a copy of the foregoing NOTICE OF OPPOSITION has been 
served on Applicant by depositing said copy with the United States Postal Service as First Class 
Mail, postage prepaid, addressed to: 
 

Ben Natter 
Natter & Natter 

501 Fifth Avenue 
New York, New York 10017 

 
On this day, Wednesday, November 30, 2016. 
       /s/ Alberto Garcia    
       Alberto Garcia 
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The World's Most Valuable Brands 
2016
Apple’s 13-year run of quarterly revenue growth 

came to a crashing halt last month when the tech 

giant reported revenue of $50.6 billion, off 13% 

thanks to soft iPhone sales and a slowdown in 

China. The gloom-and-doom sentiment around 

the company has reached a zenith with the stock 

off 30% from its all-time peak 12 months ago.

(AP Photo/Matthias Schrader, File)

But Forbes’ annual study of the world’s most 

valuable brands shows that Apple is still in a class 

by itself with a value of $154.1 billion, 87% more 

than second-ranked Google. It is the sixth straight 

time Apple has finished first since Forbes began 

valuing the richest brands in 2010.

“Brands get their value from how customers 

perceive them,” says David Reibstein, a professor 

of marketing and branding expert at the 

University of Pennsylvania’s Wharton School. 

“What makes it valuable from a company 

perspective is that customers are willing to pay a 

higher price or are more likely to buy.”

I cover sports business with rare dip in education & local economies 
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The Apple brand hits a home run on both fronts. 

Apple-philes will cry blasphemy, but Apple 

phones are not that distinct from the latest 

Samsung gadget, hence why the two companies 

are always suing each other. Yet, Apple commands 

a premium price and accounts for nearly half the 

smartphones sold in the U.S., along with 75 

million sold globally during the December holiday 

quarter.

The World's Most Valuable Brands 2016

Apple dominates in a consumer tech industry 

where brand matters. Revenue fell in the latest 

quarter, but the release of the iPhone 7 will 

certainly have fans of the brand lining up for 

hours outside stores in the fall ahead of the 

unveiling. The adulation helped the company 

generate $53 billion in net income last year.

“The chance to make a memory is the essence of 

brand marketing,” said a young Steve Jobs after 

co-founding Apple. The brand has done that by 

creating a connection with customers through 

music, phones and computing. It now wants to do 

the same in watches, TVs and payments with more 

categories, like autos, also on its radar.

No. 2 Google leapfrogged Microsoft this year 

and closed the gap on Apple with its brand value 

up 26% to $82.5 billion (Apple’s brand rose 6%). 

Google became a division of the newly formed 

Alphabet last year, but the search engine brand is 

still the company’s bread-and-butter profit center 

subsidizing “Other Bets” like self-driving cars, 

Google Fiber, Calico and Nest, which lost $3.6 

billion last year.

People are much more likely to use Google than 

Bing even though the search results might not 

differ much because of the Google brand. Google 

has become the generic term for search, which is 

the ultimate in branding power. Reibstein is awed 

with how Google treats its logo, which he says is 

the “antithesis of what everybody teaches about 

branding.” Some companies employ brand police 

to track the use of their logos to ensure the proper 

fonts and colors. Not Google. It changes the logo 

on its homepage every day with a clever new 

doodle.

Rounding out the top five are Microsoft ($75.2 

billion), Coca-Cola ($58.5 billion) and Facebook 

($52.6 billion).

Full List: The World’s Most Valuable 
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Brands

Facebook, up 44%, is the fastest-growing brand in 

the top 100 for the second straight year. The 

number of active users has surged to 1.65 billion. 

The average user spends 50 minutes daily using 

Facebook and Instagram (our brand value 

excludes the financial impact of Instagram). New 

York Times columnist James Stewart notes that is 

more time than people spend reading (19 

minutes), participating in sports and exercise (17 

minutes) and socializing (4 minutes) combined. 

Time is the ultimate measure of brand 

engagement.

“Facebook keeps innovating and adding more and 

more functionally and features,” says Reibstein. 

“Companies are figuring out how to use Facebook, 

so their revenue is growing. The transformation 

with what they are doing with their core business 

is incredible.”

We considered more than 200 global brands to 

determine the final list of the world’s 100 most 

valuable brands. The brands were required to 

have more than a token presence in the U.S., 

which knocked out some big brands like 

multinational telecom firm Vodafone and Chinese 

e-commerce giant Alibaba. The top 100 includes 

product brands like Marlboro, owned by Altria 

and Philip Morris International, as well as brands 

marketed under their corporate name like 

McDonald’s.

Forbes valued the brands on three years of 

earnings and allocated a percentage of those 

earnings based on the role brands play in each 

industry (e.g., high for luxury goods and 

beverages, low for airlines and oil companies). We 

applied the average price-to-earnings multiple 
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over the past three years to these earnings to 

arrive at the final brand value (click here for the 

complete methodology).

The 100 most valuable brands span 16 countries 

and cross 19 broad industry categories. Brands 

from U.S.-based companies make up just over half 

the list with 52 brands. The next greatest number 

are from Germany (11 brands), Japan (8) and 

France (6). Tech brands are the most common 

with 17, including the top three. Financial services 

companies landed 13 brands in the top 100 led 

by American Express at No. 24. Other big 

industries included automotives (12) and 

consumer packaged goods (10), followed by luxury 

and retail, which both secured eight spots.

The biggest decliner was IBM, off 17% to $41.4 

billion and No. 7 overall. Big Blue has reported 16 

straight quarters of revenue declines. Revenue in 

the latest quarter was the company’s lowest in 14 

years. “People have trouble defining what IBM is 

today,” says Reibstein, who says the one thing that 

might save IBM is its artificial intelligence 

technology platform Watson, which the company 

is doubling down on by featuring the technology 

in its ad campaigns.

Seven brands cracked the top 100 for the first time 

led by CVS at No. 47 with a value of $11.7 billion. 

The average brand rose 6% in value compared to 

2015. The cumulative brand value of the top 100 is 

$1.8 trillion with the cut-off at $6.7 billion for No. 

100 Costco.

Special Report: The World’s Most 

Valuable Brands

Licensing 
Options

-

Follow me on Twitter or Facebook. Read all of my 

Forbes stories here.
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The World's 100 Most Valuable Brands 2016: 
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The Most Iconic Ad Campaigns And What 

Marketers Today Can Learn From Them

The Most Expensive Home Listing in Every State 

2016

LinkedIn Warns Users To Reset Passwords As 

117M Logins For Sale On Dark Web

The Cities With The Most Billionaires
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Apple, Microsoft And Google Are 
World's Most Valuable Brands
The World's Most Valuable Brands 2014

A strong brand name is an incredibly valuable 

asset. Consumer companies in particular devote 

huge chunks of time and resources to solidify and 

expand their brands. “A valuable brand delivers a 

return for the company on two dimensions,” says 

David Reibstein, professor of marketing at 

the University of Pennsylvania’s Wharton School. 

“Either it allows the company to charge a 

premium price or it adds more volume or market 

share.”

When it comes to charging a premium price and 

moving product, no one does it better than Apple. 

There are other phones and tablets that are 

functionally comparable or arguably better than 

the iPhone and iPad, but the Apple brand carries 

tremendous weight and credibility, and customers 

are willing to pay up for that. The company sold 

39.3 million iPhones in its latest quarter and 

could sell as many as 60 million during the last 

three months of 2014 with the holiday selling 

season. Apple also moved 12.3 million iPads and 

5.5 million Macs last quarter.

Add it all up and the Apple brand is worth $124.2 

billion and almost twice as much as any other 

brand in Forbes’ annual study of the world’s most 

valuable brands. The value of the Apple brand is 

up 19% over last year. Apple’s strong brand and 

innovative products allowed it to redefine four 

industry categories over the past 13 years with the 

launches of the iPhone, iPad, iPod and iTunes. 

The next industries on Apple’s hit list are 

smarthwatches with the Watch and financial 

payments with Apple Pay. Premium pricing 

pushes up Apple’s operating profit margins to 

5 Year Jumbo 
CD

Open a 5 Year Jumbo CD 
with CIT Bank. Member 
FDIC. Apply Now!
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33%, and the company generated $50 billion in 

free cash flow for the fiscal year ended in 

September.

Microsoft ranks second with a value of $63 billion, 

up 11% after being flat the previous three years, as 

the brand works to make the transition to 

a mobile world. Microsoft has recently had more 

success with its move away from the PC and 

software licensing model towards cloud offerings.

Microsoft inked a five-year, $400 million 

sponsorship deal with the NFL last year. The pact 

requires the NFL to use Surface tablet computers 

on the sideline that download high-def 

photographs of plays as they occur. Unfortunately 

for Microsoft the arrangement has provided more 

evidence of the power of the Apple brand, as 

announcers and players repeatedly refer to the 

Surface tablets as iPads and one player called 

them “knockoff iPads.” Microsoft is still a bit 

player in tablets and phones. “There is a lot of 

catching up to do,” says Reibstein. “They are going 

to have to work to overcome the brand 

disadvantage they have in those areas.”

Google shoots up two spots to No. 3 among the 

top brands with a value of $56.6 billion, up 

19%. Google is the generic term for the search 

category, but what separates Google from brands 

like Kleenex and Xerox is the amount of money it 

generates from its ad-driven business. 

The Google brand generated $16 billion in 

earnings before interest and taxes over the last 12 

months, and it is one of the biggest ad spenders 

in tech at $2.8 billion in 2013. “With a well known 

brand, people trust it a lot more, and part of what 

is happening with Google is a matter of trust,” 

says Reibstein.

To determine the best brands, we started with a 

universe of more than 200 global brands. We 

required brands to have some presence in the 

U.S., which eliminated big brands like 

multinational telecom firm Vodafone and state-

owned China Mobile, which has almost twice as 

many mobile subscribers as any other brand 

(Vodafone is second in mobile). The final list 

includes product brands like Anheuser-Busch 

InBev-owned Budweiser and brands that are 

marketed under their corporate name like IBM, 

which ranks fifth overall.

Forbes valued the brands on three years of 

earnings and allocated a percentage of those 

earnings based on the role brands play in each 
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industry (e.g., high for luxury goods and 

beverages, low for airlines and oil companies). We 

applied the average price-to-earnings multiple 

over the past three years to these earnings to 

arrive at the final brand value (click here for the 

full methodology).

The 100 most valuable brands span 15 countries 

across 20 broad industry categories. Brands from 

U.S.-based companies make up just over half the 

list with the next biggest representation from 

Germany (9 brands), France (7) and Japan 

(5). Tech brands are the most prevalent with 16, 

including 11 of the top 25. Automotive companies 

landed 16 brands in the top 100 led by Toyota at 

No.9, worth $31.3 billion.

Sandwiched around IBM are a couple of brands 

facing the challenges of people’s changing eating 

and drinking habits, particularly in the U.S. Coca-

Cola‘s value rose 2% to $56.1 billion, placing it 

fourth. ”When you are selling sugar and water, 

your brand better be very important,” says 

Reibstein. The Coca-Cola brand is still extremely 

valuable, but it operates in an industry with few 

growth prospects. Coca-Cola sold 13.5 billion 

cases globally of its signature brand in 2013, up 

just 0.6% from the prior year. The McDonald’s 

brand is sixth overall, worth $39.9 billion, but up 

just 1%. McDonald’s has been working to make its 

menu appear more health conscious, but many 

consumers aren’t buying it. Global same-store 

sales slid 3.3% in the third quarter.

The biggest gainer in the top 100 was Facebook, 

up 74% for a value of $23.7 billion and No. 18 

overall. Various surveys report that fewer teens 

are using the social sharing site, but the Facebook 

brand still carries tremendous weight with 864 

million daily active users in September. Revenue 

for the latest quarter jumped 59% with advertising 

representing 92.5% of total revenue. Other big 

gainers in the top 100 include Amazon.com 

(+45%), Starbucks (+25%), Toyota (+22%) and 

Nike (+22%).

Full List: The World’s Most Valuable 

Brands

-

Follow me on Twitter or Facebook. Read all of 

my Forbes stories here.
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Apple 
Dominates List Of The World's 
Most Valuable Brands
The World's Most Valuable Brands

Apple has set the bar incredibly high over the past decade. The expectations 

have some fans grumbling about the lack of transformational products during 

recent launches. The company has largely upgraded existing product lines 

instead of releasing anything as revolutionary as its last huge category 

changer in 2010, the iPad. Speculation swirls about whether the Cupertino, 

Calif.-based company has peaked, with well-funded competitors like Samsung 

and Google also challenging Apple. Wall Street seems to think so — Apple’s 

stock plummeted 45% from its September 2012 high before partially 

recovering in the past six months.

But Forbes’ study of the top brands illustrates that the Apple name is as 

strong as ever. Apple is the most valuable brand in the world for a third 

straight time at $104.3 billion, up 20% over last year. It is worth nearly twice 

as much as any other brand on the planet by our count.

“The heart of a great brand is a great product,” says Kevin Lane Keller, 

branding expert and professor at Dartmouth’s Tuck School of Business. Apple 

remains a vital part of people’s everyday lives, and the brand continues to 

capture consumer’s imaginations (and wallets) in a range of products across 

different industries.

The company sold a record 33.8 million iPhones in its latest quarter. It also 

moved 14.1 million iPads and 4.6 million Macs. Roughly 30 billion songs have 

been sold on iTunes since it launched in 2003.  Sales of iPods are down, as 

people turn to their phones as music players, but Apple still sold 3.5 million 

iPods in its fiscal fourth quarter and 26.4 million for the year.

Design has been a large contributor to the strength of the Apple brand. 

“Design is how a product works, how it looks, how it feels. It’s functional and 

aesthetic. Apple has embraced that in the fullest sense possible in terms of 

making products simple, but also good looking and attractive,” says Keller.

Full List: The World’s Most Valuable Brands

Microsoft ranks second with a brand worth $56.7 billion. The value of the 

brand is flat over the past three years, as Microsoft struggles to make the 

transition from a PC to a mobile world. Growth has slowed, but it is still one 

Kurt Badenhausen, Forbes Staff
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of the most profitable brands in the world with operating margins of 34% in 

its latest fiscal year. The company’s $2.6 billion ad budget is one of the biggest 

in tech.

Coca-Cola is the only non-tech brand to crack the top five, ranking No. 3 with 

a brand value of $54.9 billion. Coca-Cola sold 13.5 billion cases of its 

signature drinks in 2012, up 3% from the prior year thanks to growth outside 

the U.S. Those sales represent half of the company’s soda revenue.  The brand 

became the first to record 50 million “likes” on Facebook last year and 

currently has 75 million fans on the social media site.

To determine the best brands, we started with a universe of more than 200 

global brands. We required brands to have a presence in the U.S., which 

eliminated some big brands like multinational telecom firm Vodafone and 

state-owned China Mobile, which is the world’s largest mobile phone 

provider. The final list includes product brands like Proctor & Gamble-owned 

Gillette and corporate brands like IBM, which ranks fourth.

Forbes valued the brands on three years of earnings and allocated a 

percentage of those earnings based on the role brands play in each industry 

(e.g., high for luxury goods, low for airlines). We applied the average price-to-

earnings multiple over the past three years to these earnings to arrive at the 

final brand value (click here for the full methodology).

The 100 most valuable brands span 15 countries across 20 broad industry 

categories. Brands from U.S.-based companies make up just over half the list 

with the next biggest representation from Germany (9 brands), France (8) 

and Japan (7). Tech brands are the most prevalent with 19, including six of 

the top 10.

Ninth-ranked Samsung had the strongest one-year gain of any brand in the 

top 100, up 53% to $29.5 billion. Samsung’s value soared 136% over the past 

three years. Sales for Samsung’s Galaxy S4 smartphone have been on fire and 

the company also benefits from its market leading position with memory 

chips. Samsung’s smartphone shipments rose 40% to 81.2 million in the third 

quarter, according to IDC. Its 31.4% market share is larger than the next four 

brands combined.

Samsung has poured money into marketing, particularly in sports, to 

highlights its innovative products. South Korean-based Samsung Electronics 

has been an Olympic sponsor since the 1988 Seoul Olympic Games. It uses 

global sports stars like track and field’s Usain Bolt and figure skater Kim Yu 

Na in its advertising. Samsung’s most high profile sports team deal is its $24 

million a year jersey sponsorship of European soccer champion Chelsea. The 

company’s ad budget hit $4.4 billion last year.

“Really strong brands are highly innovative and highly relevant, so they are 

always moving forward in the right direction with products and services that 

really appeal to people and are distinctive and different,” says Keller.

Samsung and Apple have been on remarkable runs, but they only need to look 

across the mobile space to see how quickly the value of a brand can collapse in 

the complex, fast moving technology world. Forbes valued the Blackberry 

brand at $6.1 billion last year, but just $2.2 billion this year and outside the 

top 100. Three years ago, Forbes deemed the Nokia brand worth $27.3 billion, 

ninth highest in the world. Today we figure it is worth $7 billion, which ranks 

No. 71. The value is down 55% from last year as the brand, like Blackberry, 

has been left behind in the smartphone world.
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This article is available online at: 

http://www.forbes.com/sites/kurtbadenhausen/2013/11/06/apple-dominates-list-of-the-
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Nokia was the world’s leading market of mobile phones for 14 years until early 

2012, but they failed to read the market and adapt to the consumer’s move to 

smartphones. Nokia still ranks second behind Samsung in global shipments 

in the low-priced, stagnant mobile phone category with a 13.8% market share, 

according to IDC. But Nokia is almost irrelevant in the high-priced, exploding 

smartphone area. Nokia sold 8.8 million of its Lumia smartphones in the 

third quarter—up 19% from the prior year, but Samsung sold nine times as 

many smartphones with unit growth twice as fast. Keller isn’t hopeful about a 

Nokia revival and adds, “In such a fast moving category and industry, it is 

murder to catch up once you fall behind.”

Full List: The World’s Most Valuable Brands

Research: Courtney Retter

–

You can follow me on Twitter or subscribe to my Facebook profile. Read my 

Forbes blog here.
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Apple has taken its lumps the past two weeks with the rollout of the iPhone 5. 

Customer complaints about the Maps app and phones that easily scratch 

sparked cries that these things never would have happened under Steve Jobs’ 

watch. Is the Apple brand headed south? Not a chance.

Apple remains a leader in innovation that is adored by consumers around the 

world. The brand helped the company generate $40 billion in profits over the 

past 12-months, second most in the world behind Exxon Mobil. How do you 

measure the power of a brand? It is the combination of financial value and 

positive consumer sentiment and Apple has both in abundance, which puts 

the Apple brand on top of Forbes inaugural list of the World’s Most Powerful 

Brands.

“Apple sets the pace, redefines categories and addresses our needs even 

before we realize we have them,” says Billy Mann, managing director at 

consulting firm Penn Schoen Berland. Look at the phone market, which Apple 

did not even enter until 2007. The annual release of the updated iPhone is 

now the most anticipated event of the year in the telecom category. Apple sold 

more than five million iPhone 5 units in the first weekend it went on sale last 

month.

The Apple brand is worth $87.1 billion by our count, up 52% from two years 

ago when Forbes last valued the top brands. The Apple brand is worth 59% 

more than Microsoft, which ranks No. 2 in brand value and overall.

The Microsoft brand is worth $54.7 billion, as the company remains a 

financial juggernaut with operating profit margins of 42%. Microsoft spends 

$1.6 billion annually on advertising, almost twice as much as Apple, to help 

get its message across. While Microsoft has been under fire, as Apple rocketed 

past it in market value and coolness factor, consumers still favor Bill Gates’ 

baby. Microsoft ranked first in a global survey of brands on perception done 

for Forbes by consulting firms Landor Associates and Penn Schoen Berland. 

The study measured 130 brands on attributes such as innovation and quality 

and Microsoft scored highly on “invests in customers” and “addresses my 

unique needs.”

Kurt Badenhausen, Forbes Staff

I cover sports business with rare dip in education & local economies
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“In an industry that transforms itself every year, Microsoft has been a leader 

for decades,” says Mann. Apple surprisingly only ranked 11th on consumer 

perception among the top 100 brands, but its huge edge in brand value kept it 

ranked as the most powerful.

In Pictures: The World’s Most Powerful Brands

Full Coverage: The World’s Most Powerful Brands

We started with a universe of more than 200 global brands to determine the 

most powerful. We required brands to have more than a token presence in the 

U.S., which eliminated some big brands like Spanish retailer Zara and telecom 

firm China Mobile. Forbes valued the brands on three years of earnings and 

allocated a percentage of those earnings based on the role brands play in each 

industry (e.g., high for luxury goods, low for airlines). We applied the average 

price-to-earnings multiple over the past three years to these earnings to arrive 

at the final brand value.

We then turned to Landor and PSB to survey 2,000 global consumers on 130 

brand names that Forbes valued at more than $2.5 billion. The firms gauged 

consumer perceptions of the brands on a dozen attributes. Forbes combined 

the brand values with the consumer study to determine our power list, 

overweighting the former (click here for a detailed methodology).

The Coca-Cola brand ranked No. 3 overall with a value of $50 billion and a 

rank of 29 among consumers. The company sold 26.7 billion cases of soda 

worldwide last year, with the Coca-Cola brand accounting for half of that. 

Sales for the soda category have declined seven straight years in the U.S., but 

Coca-Cola is the still the best-selling brand and a force globally. Retail sales 

for the brand topped $1 billion in 18 different countries in 2011.

Technology brands dominate the top 100 with 24 making the cut. Tech giants 

secured the three slots after Coca-Cola with No. 4 IBM (brand value: $48.5 

billion), No. 5 Google ($37.6 billion) and No. 6 Intel ($32.3 billion).

Upstart tech brand, Facebook, is worth $13.1 billion, which is 36th highest 

among all brands, but the social media site was crushed in the survey by 

Landor and PSB. Consumers dinged Facebook on the trust and transparency 

attributes, as well as on understanding and caring about customers. Clearly, 

privacy concerns remain a hot-button topic among Facebook’s roughly one 

billion users. The brand ranked No. 99 with consumers among the top 100 

with only Verizon faring worse. The poor consumer ratings knocked Facebook 

down to No. 73 overall on the power brands list.

Facebook made the top 100, but other valuable brands like Marlboro ($15.3 

billion), JPMorgan ($13 billion) and Goldman Sachs ($8 billion) failed to 

make the final cut, as a result of poor consumer scores. These three brands all 

ranked among the bottom five of the 130 surveyed by Landor and PSB.

Other less valuable brands got a bump up in the rankings thanks to consumer 

sentiment. The General Mills brand is worth $3.5 billion, which is the in the 

bottom five of the 100 most powerful. But General Mills ranks No. 47 overall 

thanks to consumer sentiment that ranks second behind only Microsoft. 

“Consumers, especially Americans, trust, and find comfort in their food 

brands,” says Mann. The maker of Cheerios and Wheaties scored highly on 

attributes like “makes communities a better place” and “cares about the issues 

that matter to me.”
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This article is available online at: 

http://www.forbes.com/sites/kurtbadenhausen/2012/10/02/apple-tops-list-of-the-worlds-

most-powerful-brands/

In Pictures: The World’s Most Powerful Brands

Full Coverage: The World’s Most Powerful Brands

-

Follow me on Facebook or on Twitter.

See the historic Forbes 400 print issue. Subscribe here.
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Apple 
Blasts Past Google To Become 
World's Most Valuable Brand

Image via CrunchBase

Apple is now the most valuable brand in the 

world.

The value of the Cupertino, California-based 

company’s brand grew 84% to $153.3 billion, 

according to WPP, bumping search engine 

Google out of the top spot on the advertising 

and marketing company’s list of most valuable 

brands after a four-year run.

The value of Apple’s brand has grown 859% 

since 2006, according to WPP, thanks to the 

success of new products such as Apple’s iPhone 

smartphones and iPad tablet computers.

Tech brands comprise one-third of the 100 most valuable brands on the sixth 

annual “BrandZ Top 100 Most Valuable Global Brands” study, released 

Monday.

Six of the top ten most valuable brands were technology or 

telecommunications companies, including Apple, Google, IBM, Microsoft, 

AT&T, and China Mobile, according to WPP.

Google, number two on the list, saw the value of its brand fall 2% to 111.5 

billion.

The value of Amazon.com‘s brand rose 37% to place it 14th on the list, passing 

Walmart to become the most valuable retail brand.

Facebook made the list for the first time. WPP figures the social network’s 

brand is worth $19.1 billion.

Brian Caulfield, Forbes Staff

Covering the intersection of new things and mass markets.
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01 

170,276 $m 
+43% 

02 

120,314 $m 
+12% 

03 

78,423 $m 
-4% 

04 

67,670 $m 
+11% 

05 

65,095 $m 
-10% 

06 

49,048 $m 
+16% 

07 

45,297 $m 
0% 

08 

42,267 $m 
-7% 

09 

39,809 $m 
-6% 

10 

37,948 $m 
+29% 

11 

37,212 $m 
+9% 

12 

36,711 $m 
+7% 

13 

36,514 $m 
+13% 

14 

35,415 $m 
+4% 

15 

29,854 $m 
-3% 

16 

27,283 $m 
+5% 

Filter + 
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17 

23,070 $m 
+16% 

18 

23,056 $m 
-3% 

19 

22,975 $m 
+6% 

20 

22,250 $m 
-1% 

21 

22,222 $m 
+5% 

22 

22,218 $m 
-3% 

23 

22,029 $m 
+54% 

24 

19,622 $m 
+3% 

25 

18,922 $m 
-3% 

26 

18,768 $m 
+8% 

27 

16,541 $m 
+4% 

28 

15,267 $m 
+8% 

29 

14,723 $m 
+2% 

30 

14,031 $m 
+16% 

31 

13,943 $m 
+7% 

32 

13,940 $m 
-3% 

33 

13,749 $m 
+10% 

34 

12,637 $m 
-6% 

35 

12,545 $m 
-9% 

36 

12,257 $m 
+7% 

37 

11,656 $m 
-11% 

38 

11,578 $m 
+6% 

39 

11,293 $m 
+8% 

40 

11,278 $m 
-4% 
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41 

10,944 $m 
+22% 

42 

10,800 $m 
+9% 

43 

10,798 $m 
+6% 

44 

10,328 $m 
+5% 

45 

9,784 $m 
+12% 

46 

9,526 $m 
+9% 

47 

9,400 $m 
-8% 

48 

9,254 $m 
+14% 

49 

9,082 $m 
+19% 

50 

8,882 $m 
-14% 

51 

8,632 $m 
+5% 

52 

8,588 $m 
+7% 

53 

8,553 $m 
-1% 

54 

8,498 $m 
+10% 

55 

8,464 $m 
+3% 

56 

8,055 $m 
+12% 

57 

7,924 $m 
+6% 

58 

7,702 $m 
-5% 

59 

7,243 $m 
+17% 

60 

7,083 $m 
+12% 

61 

6,870 $m 
+15% 

62 

6,811 $m 
-8% 

63 

6,583 $m 
-12% 

64 

6,509 $m 
+6% 
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65 

6,436 $m 
+2% 

66 

6,306 $m 
+6% 

67 

6,266 $m 
+16% 

68 

6,257 $m 
+17% 

69 

6,222 $m 
+4% 

70 

6,097 $m 
+13% 

71 

6,033 $m 
-9% 

72 

5,976 $m 
-12% 

73 

5,873 $m 
+5% 

74 

5,666 $m 
+5% 

75 

5,639 $m 
-7% 

76 

5,551 $m 
+17% 

77 

5,533 $m 
+7% 

78 

5,530 $m 
-12% 

79 

5,460 $m 
+14% 

80 

5,391 $m 
+6% 

81 

5,365 $m 
-5% 

82 

5,362 $m 
New 

83 

5,208 $m 
+2% 

84 

5,161 $m 
+6% 

85 

5,133 $m 
+2% 

86 

5,130 $m 
+16% 

87 

5,109 $m 
+14% 

88 

4,952 $m 
+15% 
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89 

4,822 $m 
+14% 

90 

4,763 $m 
-7% 

91 

4,629 $m 
-7% 

92 

4,540 $m 
-6% 

93 

4,456 $m 
+2% 

94 

4,407 $m 
-4% 

95 

4,330 $m 
-7% 

96 

4,270 $m 
+3% 

97 

4,251 $m 
New 

98 

4,243 $m 
New 

99 

4,131 $m 
New 

100 

4,114 $m 
New 
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4 78,808

5 59,546

6 46,947

7 41,992

8 39,610

9 37,257

10 35,346

11 31,904

12 31,839

13 29,053

14 28,147
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17 24,893

18 24,088

19 23,620

20 18,490

21 18,168

22 17,892

23 17,646

24 17,085

25 16,676

26 13,818

27 13,763

28 13,162

29 13,035
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30 12,987

31 12,614

32 12,183

33 11,456

34 11,120

35 10 ,989

36 10 ,821

37 10 ,651

38 10 ,151

39 9,874

40 9,813

41 9,471
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42 9,181

43 9,004

44 8,536

45 8,503

46 8,408

47 8,103

48 7,973

49 7,968

50 7,833

51 7,767

52 7,732

53 7,648

54 7,616
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55 7,535

56 7,527

57 7,444

58 7,125

59 7,096

60 6,897

61 6,845

62 6,779

63 6,710

64 6,471

65 6,203

66 6,192

67 6,086
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68 5,821

69 5,811

70 5,756

71 5,724

72 5,570

73 5,535

74 5,465

75 5,440

76 5,413

77 5,189

78 4,980

79 4,899

80 4,865
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81 4,777

82 4,745

83 4,708

84 4,660

85 4,645

86 4,642

87 4,610

88 4,584

89 4,578

90 4,428

91 4,399

92 4,331

93 4,276
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94 4,269

95 4,262

96 4,230

97 4,206

98 4,013

99 3,943

100 3,920
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27 31 United States Transportation 12,536 6%

28 29 United States Financial Services 12,437 1%

29 30 United States Alcohol 12,252 0%

30 27 Switzerland Beverages 12,115 -5%

31 28 Sweden Home Furnishings 11,863 -5%

32 32 United Kingdom Financial Services 11,792 2%

33 33 Japan Electronics 11,715 2%

34 35 United States FMCG 11,372 3%

35 34 Japan Electronics 9,880 -13%

36 43 United States Internet Services 9,805 16%

37 39 Canada Media 9,515 6%

38 37 United States Financial Services 9,091 -3%

39 44 Italy Luxury 8,763 5%

40 45 France FMCG 8,699 9%

41 42 Netherlands Electronics 8,658 0%

42 40 United States Financial Services 8,620 -3%

43 41 United States Electronics 8,347 -6%

44 48 Spain Apparel 8,065 8%

45 47 United States Business Services 8,005 7%

46 49 Germany Diversified 7,900 8%

47 53 Germany Automotive 7,857 14%

48 38 Japan Electronics 7,731 -14%

49 46 United States FMCG 7,609 1%

50 50 United States Automotive 7,483 4%

51 51 United States FMCG 7,127 3%

52 58 France FMCG 6,936 9%

53 56 France Financial Services 6,694 0%

54 52 United States Financial Services 6,634 -4%

55 57 Switzerland FMCG 6,613 1%

56 54 Canada Electronics 6,424 -5%
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57 59 United States Electronics 6,414 5%

58 55 United States Media 6,383 -5%

59 63 Germany Automotive 6,171 13%

60 62 Germany Sporting Goods 6,154 12%

61 65 South Korea Automotive 6,005 19%

62 60 United States Restaurants 5,902 1%

63 61 United States Beverages 5,604 -3%

64 70 United States Diversified 5,598 19%

65 64 United States FMCG 5,376 6%

66 69 France Luxury 5,356 12%

67 67 Germany Financial Services 5,345 9%

68 68 Spain Financial Services 5,088 5%

69 73 Japan Electronics 5,047 16%

70 77 France Luxury 4,781 18%

71 71 United States FMCG 4,672 3%

72 72 Germany Automotive 4,580 4%

73 76 United States Luxury 4,498 9%

74 81 Netherlands Energy 4,483 12%

75 82 United States Financial Services 4,478 12%

76 66 United States Internet Services 4,413 -11%

77 79 France Alcohol 4,383 9%

78 78 United States Alcohol 4,319 7%

79 74 United Kingdom Financial Services 4,259 1%

80 88 United States Computer Software 4,170 15%

81 83 United States Restaurants 4,092 3%

82 80 Switzerland Financial Services 4,090 2%

83 75 United States FMCG 4,072 -2%

84 84 United States Apparel 4,040 2%

85 90 United States Diversified 3,945 10%

86 85 Mexico Alcohol 3,924 2%
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87 87 Germany FMCG 3,883 4%

88 92 United Kingdom Alcohol 3,842 8%

89 89 United Kingdom Alcohol 3,841 6%

90 NEW Japan Automotive 3,819 N/A

91 93 Netherlands Alcohol 3,809 8%

92 86 Switzerland Financial Services 3,799 0%

93 95 Italy Luxury 3,794 10%

94 94 Switzerland Financial Services 3,769 8%

95 100 United Kingdom Luxury 3,732 20%

96 97 United States Restaurants 3,663 10%

97 NEW United States Diversified 3,651 N/A

98 NEW Taiwan Electronics 3,605 N/A

99 91 Italy Automotive 3,591 1%

100 98 United States Automotive 3,512 7%
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Apple holds onto the

coveted No. 1 spot as the

World’s Most Admired

Company for the ninth year

in a row.

Company Info

Industry Computers

Industry Rank 1

Previous Industry

Rank
1

Overall Score 8.6

Location Cupertino, Calif.

Website http://www.apple.com

Fortune 500 Rank 5

Fortune 500 Profile
http://fortune.com/fortune500/apple-

 Apple
 

1.

LAST YEAR'S RANK: 1

  

Prev Company Next Company

Cognitive inventory
is here.

 See how you can outthink lost sales  

 

Apple Inc. AAPL

91.96 -1.44 (-1.54%)

Jun 27 4:11 PM EDT

Previous Close

Market Cap

Next Earnings Date

High

Low

52 Week High

52 Week Low

93.40

511.59B

07/19/2016

93.05

91.60

132.97

89.47

Alphabet

WORLD’S MOST ADMIRED COMP
   

 MENU Fortune.com

http://www.apple.com/
http://fortune.com/fortune500/apple-5
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World's Most Admired Companies 2015

What becomes a reputation most? Healthy financials and stock performance, for starters. This year four companies have landed on the 50 All-

Stars for the first time—Chipotle, CVS Health, Salesforce.com, and the financial services giant USAA, which at No. 28 is this year’s strongest

debut. But not all companies fared as well. Consumer criticism and a change in leadership caused McDonald’s to slip to No. 46, its lowest rank

in the seven years it has appeared in the top 50, and a hacking scandal and public stumbles resulted in Target dropping to No. 48. (Read about

the retailer’s efforts to bounce back in Back on Target?.)

VIDEO: How to become the World’s Most Admired Company

The companies whose ranking appears as “—” did not place in the top 50, but did rank highly in their respective industries. To view individual industry

rankings, use the filter tool in the gray box to the left.

See our Methodology

Top Stories

World’s Most Admired companies ranked by key attributes

The most admired companies are more global than ever. Here’s why.

American Express: Charging ahead on diversity

Henry Schein: Your dentist's biggest supplier

Fortune's World's Most Admired Companies: Starbucks, where innovation is always brewing

With plans to increase international flights, Southwest Airlines is flying high

1

 MENU Fortune.com
Subscribe

 MOST ADMIRED 2015

http://fortune.com/
http://fortune.com/video/2015/02/19/how-to-become-the-worlds-most-admired-company/
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http://fortune.com/2014/10/09/southwest-airlines-international-flights/
http://fortune.com/2015/02/19/wmac-globalization2-0/
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Photograph by Yuriko Nakao — Bloomberg via Getty Images

Rank 1

Prev Rank 1

Industry Computers

Industry Rank 1

Prev Industry Rank 1

Overall Score 8.29

HQ Country USA

Website http://www.apple.com

AAPL 126.50-0.10 (-0.08%) MAR 10 9:24 AM EDT

Apple holds the top spot for the eighth year in a row. In February, it became the first company to hit more than $700 billion in

market value. As tech devotees await the launch of the Apple Watch in April, record smartphone sales were announced in

January — 74.5 million phones in final three months of 2014– proving that the iPhone is still the product to beat.

Apple









http://fortune.com/company/AAPL
http://www.apple.com/
http://fortune.com/company/AAPL
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Company Profile

Nine Key Attributes of Reputation Rank

Innovation 1

People management 1

Use of corporate assets 1

Social responsibility 1

Quality of management 1

Financial soundness 1

Long-term investment value 1

Quality of products / services 1

Global competitiveness 1

http://fortune.com/company/aapl


Apple - World's Most Admired Companies - Fortune
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The Most Admired list is the definitive report

card on corporate reputations. See our

Methodology

Apple1
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Most Admired 2014

Filter

Apple1

Amazon.com2

Google3

Berkshire Hathaway4
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Mario Tama / Getty Images

Rank 1

Prev Rank 1

Industry Computers

Industry Rank 1

Prev Industry Rank 1

HQ Country USA

Website www.apple.com

AAPL
118.93+1.33

(1.13%)

NOV 26

11:07 AM

EDT

The iconic tech company known for  the iPhone and

other stylish and user -friendly products is back in

the top  spot  on  this year’s list,  for  the seventh  year

in  a  row. Apple, the most  valuable brand  on  the

planet  according to Interbrand, brought  in  $171

billion  in  revenues in  FY2013 and is flush  with  cash,

but fan  boys and girls (not to mention  the market)
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Company Profile

are getting antsy to see its  next big product. Bets are

on  a  smartwatch  or  AppleTV, but the company is

also reportedly turning its  attention  to cars and

medical devices.

Nine Key Attributes of
Reputation

Rank

Innovation 1

People management 1

Use of corporate assets 1

Social responsibility 5

Quality of management 1

Financial soundness 1

Long-term investment value 1

Quality of products / services 1

Global competitiveness 2



20130 comments

753 36

W orld's M ost Admired Companies

Top 50 rank:1

Rank in Computers:1

(Previous rank: 1)

Overall score:8.24

Ticker:AAPL

W hy it's admired:

Apple has had a rough t ime lately with 

its stock price in a free fall and the 

widely publicized failure of its Maps 

feature. However, it  remains a 

financial juggernaut, post ing $13 

billion in net income last quarter, making it  the most profitable company in the world 

during that period. The company has its fanat ical customer base, and it  st ill refuses to 

compete on price, making the iconic iPhone and iPad products that are st ill widely seen as 

prest ige devices. Competit ion may be st iff, but so far it  remains behind: In Q4 2012, the 

iPhone 5 was the world's best selling smartphone, followed in second place by the iPhone 

4S.—OA

Headquarters:

Cupert ino, CA

Website: www.apple.com

By Omar Akhtar, Erika Fry, Anne VanderMey and Kurt  Wagner

Job openings...

at Apple

At-Home Advisor (Japanese)
Austin, TX-Apple

Apple At-Home Team Manager
Frisco, TX-Apple

At Home Advisor - AppleCare (Customer...
Austin, TX-Apple

AppleCare At-Home Team Manager
Frisco, TX-Apple

Group Program Manager
Santa Clara, CA-Apple

See All Jobs

jobs by 

Search All Jobs from Across the W eb

job t it le or compan location

Recommend 1.4k
Email
Print 1 of 50

Apple BACK NEXT

1

BACK NEXT
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Top 3 Stocks for 2013
3 Companies with Outstanding Growth Potential.
www.TheStockReport.com

Frontrun a Revolution
Own the Stock Poised To Create a New Generation of Millionaires.
www.EmergingPennyStocks.com

New Look. Powerful Tools.
Get UNLIMITED credit score access at the new TransUnion® site
transunion.com

Buy a link here

Tech stars

Top companies in innovation, responsibility and 
more

7 Most Admired Companies that fell off the map

See full list
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TESS)

United States Patent and Trademark Office

Home|Site Index|Search|FAQ|Glossary|Guides|Contacts|eBusiness|eBiz alerts|News|Help

Trademarks > Trademark Electronic Search System (TESS)

TESS was last updated on Wed Nov 30 03:22:30 EST 2016 

Logout

Word Mark APPLE

Goods and Services IC 009. US 026. G & S: COMPUTERS AND COMPUTER PROGRAMS RECORDED ON PAPER AND 
TAPE. FIRST USE: 19760400. FIRST USE IN COMMERCE: 19760400

Mark Drawing Code (1) TYPED DRAWING

Serial Number 73120444

Filing Date March 25, 1977

Current Basis 1A

Original Filing Basis 1A

Registration Number 1078312

International 
Registration Number

0870749

Registration Date November 29, 1977

Owner (REGISTRANT) APPLE COMPUTER, INC. CORPORATION CALIFORNIA 1 INFINITE LOOP 
CUPERTINO CALIFORNIA 950142081 

(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP CUPERTINO 
CALIFORNIA 95014

Assignment Recorded ASSIGNMENT RECORDED

Attorney of Record Thomas R. La Perle

Type of Mark TRADEMARK

Register PRINCIPAL

Affidavit Text SECT 15. SECT 8 (6-YR). SECTION 8(10-YR) 20070621.

Renewal 1ST RENEWAL 20070621

Live/Dead Indicator LIVE

|.HOME | SITE INDEX| SEARCH | eBUSINESS | HELP | PRIVACY POLICY

Page 1 of 2Trademark Electronic Search System (TESS)
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 Please logout when you are done to release system resources allocated for you. 

Record 1 out of 1

 ( Use the "Back" button of the Internet Browser to 
return to TESS)

United States Patent and Trademark Office

Home|Site Index|Search|FAQ|Glossary|Guides|Contacts|eBusiness|eBiz alerts|News|Help

Trademarks > Trademark Electronic Search System (TESS)

TESS was last updated on Wed Nov 30 03:22:30 EST 2016 

Logout

Goods and 
Services

IC 009. US 026 038. G & S: COMPUTERS AND COMPUTER PROGRAMS RECORDED ON 
PAPER AND TAPE. FIRST USE: 19770100. FIRST USE IN COMMERCE: 19770100

Mark Drawing 
Code

(2) DESIGN ONLY

Design Search 
Code

05.09.05 - Apples

Serial Number 73162799

Filing Date March 20, 1978

Current Basis 1A

Original Filing 
Basis

1A

Change In 
Registration

CHANGE IN REGISTRATION HAS OCCURRED

Registration 
Number

1114431

Registration Date March 6, 1979

Owner (REGISTRANT) APPLE COMPUTER, INC. CORPORATION CALIFORNIA 1 INFINITE LOOP 
CUPERTINO CALIFORNIA 95014 

(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP 
CUPERTINO CALIFORNIA 95014

Assignment 
Recorded

ASSIGNMENT RECORDED

Attorney of 
Record

Thomas R. La Perle

Page 1 of 2Trademark Electronic Search System (TESS)

11/30/2016http://tmsearch.uspto.gov/bin/showfield?f=doc&state=4801:eh6n34.3.1



Prior 
Registrations

1078312

Description of 
Mark

THE MARK CONSISTS OF A SILHOUETTE OF AN APPLE WITH A BITE REMOVED.

Type of Mark TRADEMARK

Register PRINCIPAL

Affidavit Text SECT 15. SECT 8 (6-YR). SECTION 8(10-YR) 20080314.

Renewal 2ND RENEWAL 20080314

Live/Dead 
Indicator

LIVE

|.HOME | SITE INDEX| SEARCH | eBUSINESS | HELP | PRIVACY POLICY

Page 2 of 2Trademark Electronic Search System (TESS)
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Goods and 
Services

IC 009. US 021 023 026 036 038. G & S: electronic apparatus and software therefor for 
downloading, transmitting, receiving, playing, storing and organizing audio, video and navigation 
data for use in automobiles [, railway cars ][ and engines, ] [ ships and planes ]; sound effect 
generators and instruments comprised of computer hardware and software 

(CANCELLED) IC 012. US 019 021 023 031 035 044. G & S: [ automobiles ] 

IC 015. US 002 021 036. G & S: Electric and electronic musical instruments; musical instruments 
adapted to programmed system sequences; electronic pianos, electronic keyboard instruments; 
electric or electronic percussion or drum systems comprised of computer hardware and software; 
music and sound synthesizers; electronic tone generators; musical instruments controlled by 
computer software

Mark Drawing 
Code

(2) DESIGN ONLY

Design Search 
Code

05.09.05 - Apples
05.09.13 - Fruits (slices or quarters of)

Serial Number 78408365

Filing Date April 26, 2004

Current Basis 44E

Original Filing 
Basis

1B;44D

Published for 
Opposition

January 31, 2006

Change In 
Registration

CHANGE IN REGISTRATION HAS OCCURRED

Registration 
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Number 3084491

International 
Registration 
Number

0957465

Registration 
Date

April 25, 2006

Owner (REGISTRANT) Apple Computer, Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino 
CALIFORNIA 95014 

(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP 
CUPERTINO CALIFORNIA 95014

Assignment 
Recorded

ASSIGNMENT RECORDED

Attorney of 
Record

Thomas R. La Perle

Priority Date November 4, 2003

Prior 
Registrations

1114431;2715578;2753069;AND OTHERS

Description of 
Mark

Color is not claimed as a feature of the mark.

Type of Mark TRADEMARK

Register PRINCIPAL

Affidavit Text SECT 15. PARTIAL SECT 8 (6-YR). SECTION 8(10-YR) 20160714.

Renewal 1ST RENEWAL 20160714

Live/Dead 
Indicator

LIVE

|.HOME | SITE INDEX| SEARCH | eBUSINESS | HELP | PRIVACY POLICY

Page 2 of 2Trademark Electronic Search System (TESS)

11/30/2016http://tmsearch.uspto.gov/bin/showfield?f=doc&state=4801:eh6n34.4.1





 Please logout when you are done to release system resources allocated for you. 

Record 1 out of 1

 ( Use the "Back" button of the Internet Browser to 
return to TESS)

United States Patent and Trademark Office

Home|Site Index|Search|FAQ|Glossary|Guides|Contacts|eBusiness|eBiz alerts|News|Help

Trademarks > Trademark Electronic Search System (TESS)

TESS was last updated on Wed Nov 30 03:22:30 EST 2016 
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Goods and 
Services

IC 009. US 021 023 026 036 038. G & S: Computers; computer hardware; computer peripherals; 
handheld computers; handheld mobile digital electronic devices for recording, organizing, 
transmitting, manipulating, and reviewing text, data, image, audio, and audiovisual files, for the 
sending and receiving of telephone calls, electronic mail, and other digital data, for use as a digital 
format audio player, handheld computer, personal digital assistant, electronic organizer, electronic 
notepad, camera, and global positioning system (GPS) electronic navigation device; digital audio 
and video recorders and players; personal digital assistants; electronic organizers; cameras; 
telephones; mobile phones; satellite navigational systems, namely, global positioning systems 
(GPS); electronic navigational devices, namely, global positioning satellite (GPS) based navigation 
receivers; computer game machines for use with external display screens, monitors, or televisions; 
a full line of accessories and parts for the aforementioned goods; stands, covers, cases, holsters, 
power adaptors, and wired and wireless remote controls for the aforementioned goods; computer 
memory hardware; computer disc drives; optical disc drives; computer networking hardware; 
computer monitors; flat panel display monitors; computer keyboards; computer cables; modems; 
computer mice; electronic docking stations; set top boxes; batteries; battery chargers; electrical 
connectors, wires, cables, and adaptors; devices for hands-free use; headphones; earphones; ear 
buds; audio speakers; microphones; and headsets; a full line of computer software for business, 
home, education, and developer use; user manuals for use with, and sold as a unit with, the 
aforementioned goods. downloadable audio and video files, movies, ring tones, video games, 
television programs, pod casts and audio books via the internet and wireless devices featuring 
music, movies, videos, television, celebrities, sports, news, history, science, politics, comedy, 
children's entertainment, animation, culture, current events and topics of general interest. FIRST 
USE: 19770131. FIRST USE IN COMMERCE: 19770131

Mark Drawing 
Code

(2) DESIGN ONLY

Design Search 
Code

05.09.05 - Apples

Trademark 
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Search Facility 
Classification 
Code

VEG Plant life such as trees,flowers,fruits,grains,nuts,wreaths,and leaves

Serial Number 77648705

Filing Date January 13, 2009

Current Basis 1A

Original Filing 
Basis

1A

Published for 
Opposition

June 23, 2009

Registration 
Number

3679056

International 
Registration 
Number

1014459

Registration 
Date

September 8, 2009

Owner (REGISTRANT) Apple Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino CALIFORNIA 
95014

Attorney of 
Record

Thomas R. La Perle

Prior 
Registrations

1114431;2715578;2753069;AND OTHERS

Description of 
Mark

Color is not claimed as a feature of the mark. The mark consists of the design of an apple with a 
bite removed.

Type of Mark TRADEMARK

Register PRINCIPAL

Affidavit Text SECT 15. SECT 8 (6-YR).

Live/Dead 
Indicator

LIVE
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Word Mark WORKS WITH APPLE CARPLAY

Goods and 
Services

IC 009. US 021 023 026 036 038. G & S: Computer peripheral devices; computer hardware; car 
audio apparatus, namely, radio receivers, audio receivers, stereo receivers, and devices for hands-
free use of mobile phones; global positioning system (GPS) devices; computer software, namely, 
computer software used for the control of communication devices by voice command, and computer 
operating software allowing a motor vehicle driver to operate the telephone, messaging, navigation, 
and audio player functions of a mobile device using vehicle controls; global positioning system (GPS) 
computer software; computer software for providing information in the fields of travel and tourism, 
travel planning, navigation, travel route planning, geographic locations, destinations, transportation 
and traffic information, and for providing driving and walking directions, customized mapping of 
locations, street atlas information, electronic map display, and destination information. FIRST USE: 
20140722. FIRST USE IN COMMERCE: 20140722

Mark Drawing 
Code

(3) DESIGN PLUS WORDS, LETTERS, AND/OR NUMBERS

Design 
Search Code

26.01.06 - Circles, semi; Semi-circles
26.05.21 - Triangles that are completely or partially shaded
26.09.21 - Squares that are completely or partially shaded
26.11.01 - Rectangles as carriers or rectangles as single or multiple line borders

Serial Number 86514929

Filing Date January 26, 2015

Current Basis 1A

Original Filing 
Basis

1B;44D

Published for 
Opposition

November 24, 2015

Registration 
4969782
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Number

International 
Registration 
Number

1256745

Registration 
Date

May 31, 2016

Owner (REGISTRANT) Apple Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino CALIFORNIA 
95014

Attorney of 
Record

Irene K. Chong

Priority Date July 31, 2014

Description of 
Mark

The color(s) green, white, gray and black is/are claimed as a feature of the mark. The mark consists 
of a white rectangle outlined in gray containing the words "WORKS WITH" in gray above "APPLE 
CARPLAY" in black on the right side, and a design on the left which consists of a green square with 
rounded edges containing a white semi-circle and white triangle.

Type of Mark TRADEMARK

Register PRINCIPAL

Live/Dead 
Indicator

LIVE
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Goods and 
Services

IC 014. US 002 027 028 050. G & S: Horological and chronometric instruments; watches; 
timepieces; chronographs for use as timepieces; chronometers; watchstraps; watch bands; cases 
for watches, and horological and chronometric instruments; parts for watches, and horological and 
chronometric instruments. FIRST USE: 20140909. FIRST USE IN COMMERCE: 20150410

Mark Drawing 
Code

(2) DESIGN ONLY

Design Search 
Code

05.09.05 - Apples

Serial Number 86658546

Filing Date June 10, 2015

Current Basis 1A

Original Filing 
Basis

1A

Published for 
Opposition

October 27, 2015

Registration 
Number

4885796

International 
Registration 
Number

1290155

Registration Date January 12, 2016

Owner (REGISTRANT) Apple Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino CALIFORNIA 
95014

Attorney of 
Record

Thomas R. La Perle
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Prior 
Registrations

2715578;3070037;3679056

Description of 
Mark

Color is not claimed as a feature of the mark. The mark consists of the design of an apple with a 
bite removed.

Type of Mark TRADEMARK

Register PRINCIPAL

Live/Dead 
Indicator

LIVE
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Goods and 
Services

IC 018. US 001 002 003 022 041. G & S: Cases, namely, attache cases, business card cases, 
business cases, calling card cases, [catalog cases, credit card cases,] document cases, [key cases, 
train cases and overnight cases; cases, namely, vanity, toiletry, cosmetic and lipstick cases sold 
empty;] bags, namely, all purpose sports and athletic bags, [beach bags,] book bags, carry-on bags, 
[cosmetic bags sold empty, duffel bags, garment bags for travel, leather and mesh shopping bags, 
overnight bags,] school bags, school book bags, [shoe bags for travel,] shoulder bags, [souvenir 
bags, suit bags, tote bags and travel bags; wallets; purses;] umbrellas[; walking sticks; credit card 
holders]

Mark Drawing 
Code

(2) DESIGN ONLY

Design Search 
Code

05.09.05 - Apples

Serial Number 78156887

Filing Date August 22, 2002

Current Basis 44E

Original Filing 
Basis

1B;44D

Published for 
Opposition

January 4, 2005

Registration 
Number

3070036

International 
Registration 
Number

0868666

Registration 
Date

March 21, 2006
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Owner (REGISTRANT) Apple Computer, Inc. CORPORATION CALIFORNIA 1 Infinite Loop Cupertino 
CALIFORNIA 95014 

(LAST LISTED OWNER) APPLE INC. CORPORATION CALIFORNIA 1 INFINITE LOOP 
CUPERTINO CALIFORNIA 95014

Assignment 
Recorded

ASSIGNMENT RECORDED

Attorney of 
Record

Linda Du

Priority Date February 26, 2002

Prior 
Registrations

0140042;1114431;1130288;1228952;1401154;1421062;AND OTHERS

Description of 
Mark

Color is not claimed as a feature of the mark.

Type of Mark TRADEMARK

Register PRINCIPAL

Affidavit Text SECT 15. SECT 8 (6-YR).

Live/Dead 
Indicator

LIVE
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